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Compared to other social media, microblogging is convenient, instantaneous, 
massive, interactive, and has various features, which gives it broad prospects for 
commercial application and makes it a new, powerful network marketing tool. More 
and more businesses are recognising the value of microblogging marketing, the use of 
establishing an official microblogging account, and using microblogging to guide the 
decision-making behaviour of consumers and to stimulate fans' willingness to buy. 
When engaging in microblogging, enterprises should be concerned with what 
elements will influence the enterprise's microblogging marketing effect, how to 
evaluate that effect, etc. This paper will use this focus to research the relationship 
between the enterprise's microblogging and consumer's willingness to purchase, in 
order to provide suggestions as to how enterprises should use microblogging 
effectively. 
 This  paper will use microblogging as the topic of research, and analyse its 
characteristics and its state of development within China through the use of extensive 
reading, personal understanding of microblogging, and concepts of microblogging and 
microblogging marketing, in order to summarise willingness to buy and related 
theories. Using the technological acceptance model as a basis, variables of perceived 
interest will be established, and this will be used as the base theory. Then, the 
characteristics of business' microblogging marketing will be combined to establish a 
theoretical model and propose a hypothesis. 
 This paper used Xiamen University teachers and students as the sample groups 
for a survey, and then engaged in an empirical analysis of the collected data. Then, 
using a structural equation model and how the model fits the data, modified the model 
and tested the hypothesis to reach a conclusion. 
 The empirical results show that the quality of enterprise microblogging content, 
the enterprise and their followers' interaction and the perceived ease of use, the 
perceived usefulness, and the perceived interest have a positive correlation. The 
perceived usefulness and the perceived ease of use have a positive effect on perceived 
interest. Perceived interest also has a positive effect on the level of trust. The most 
important component of consumers' purchasing behaviour is willingness to buy, which 
is positively influenced by perceived ease of use, perceived usefulness, perceived 
interest, and trust. The relationship between the level of enterprises' microblogging 
activity, perceived ease of use, perceived usefulness, and perceived interest cannot be 
measured in this research. 
 At the same time, this paper reveals a multitude of business entities (such as 
SUPOR, Lenovo, HP, Uniqlo library, etc.) that opened official flagship stores at 
Tmall.com received a warm welcome by consumers; these enterprises also opened 
official accounts on Sina Microblogging. The enterprises' microblogging followers not 
















of this research, this paper proposes a specific development strategy for enterprises 
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